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Law is unavoidably influenced by all kinds of factors because it exists in society. 
Among these factors, the media plays a substantial role. Due to the increasing reliance 
on the media, although law will be different after being disseminated by the media, 
people cognize the law only in the discourse rebuilt by the media. This kind of 
phenomenon which comes into being during the dissemination of law is called “law 
mediumlization phenomenon”. Specifically, law mediumlization is that law influences 
the social relationship with the help of the disseminating media; similarly the social 
relationship also affects law with the help of the disseminating media, while people 
depend on the media to cognize the law and cultivate legal consciousness in the 
discourse which the media build. Based on this, this article takes the law 
mediumlization phenomenon as the object of research, and focuses on causative 
explanation on forming process and result of the law mediumlization phenomenon 
and how we should treat the mediumlization law. This paper argues that the reason for 
the law mediumlization phenomenon is complicated and tridimensional. Firstly, the 
fundamental question of law dissemination, such as the question of language 
understanding in the law dissemination, which relates to the ease of reading and 
misreading phenomenon of language; the question of psychological cognition of 
audience, that is, treating legal rules as excitant to the dissemination to the audience 
and then studying the reflection of the audience who have been stimulated; the 
question of disseminating environment, which will mainly explore how the media 
rebuilt the discourse and influence the cognition of the audience. Secondly, the 
tension question in the law dissemination, such as the question of topic fission, which 
discusses how the fission of legal agendas occur under the media’s conspicuous 
dissemination and increase its influence power and which assesses how law is 
influenced by disseminating power during the dissemination. Lastly, this paper studies 
the disseminating characteristics within the new media context, such as the nonlinear 
disseminating characteristic of the new media technology. Under these characteristics, 
the ways in which law is disseminated and exists by itself have changed 
tremendously.  
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